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Introduction to  

NextGen Marketing Groupϰ 
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We are an innovative comprehensive marketing resources firm that 
offers affordable access to world-class marketing talent, expertise, 
creative services and enabling technology solutions to optimize your 
marketing programs. Our business is built around three core areas: 

Who We Are - NextGen Marketing GroupÊ  

NextGen 
BrainTrustϰ 

VMarketϰ MarkeTECH 
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NextGen Marketing GroupÊ Resources  

NextGen 
BrainTrustÊ 

Network 

V-MarketÊ 

Creative 
Services 

ÅTraditional 
Advertising 

ÅDigital and New 
Media 

ÅSocial Media 
Platforms 

ÅVideo Production 

ÅWebsite Design 

ÅSEO 

ÅDirect Marketing 

ÅMobile Marketing 

ÅPublic Relations 

ÅMedia Buying 

ÅDigital Displays 

ÅMobile Websites 

ÅCollateral 

MarkeTECH 

Solutions 
 

 

 

 

ÅVirtual Marketing 
Systems 

ÅMobile Applications 

ÅSocial Media Tools 

ÅCollaboration and 
Communications 
Tools 

ÅMobile Research 
Systems 

ÅMarketing Campaign 
Management 
Platforms 

ÅMarketing Portals 

ÅVideo Presentations 

ÅVideo Marketing 
Platforms 

 

 

 

 

 

ÅTop Industry 
Marketing Experts 

ÅFunctional 
Marketing Experts 

ÅFormer CMOôs 
and Corp Leaders 

ÅFormer Top 
Agency 
Executives 

ÅFreelance Talent 

ÅB-C, B-B and C-C 
Experts 

ÅExperienced 
Thought Leaders 

ÅGeneralists and 
Specialists 

 



 

The NextGen BrainTrustÊ Network, V-MarketÊ and MarkeTECH Resources  

North America Markets and Locations 

 

Á Top Marketing Experts 

Á Principal Executives 

Á Affiliates and Agents 

Á V-Market Resources 

Á MarkeTECH Resources 

Á Virtual Offices and Cloud Collaboration 
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Key:  

          = BrainTrust Resource 

               = V-Market Resource 

               = MarkeTECH Resource 
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Strategic Marketing 

Your Checklist For Success 
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Strategic Value of Marketing 

Why is Marketing So Critical For Your Venue? 

Å Itôs your offensive game plan 

Å Not a business planébut a major part of 

Å Drives the sales and revenue process 

Å Creates demand for your products 

Å A major way you implement your vision 

Å A major strategic component---not just the ñfluff stuffò 

Å Not about spending money---about having a clear plan 

Å It is your blueprint for growth 
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Common Marketing Misconceptions/Views 

Å Marketing is easyéanybody can do it. 

Å We donôt need professional helpéitsô common sense. 

Å I donôt have the budget to do much marketing. 

Å Letôs just do social media. 

Å Build the product and letôs go sell ïthatôs all we have to do. 

Å Iôll wait until we have some revenue before I invest in it. 

Å Weôll need to advertise 

Å Sales is more of a critical function to staff early. 
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A Simple Template For Developing Your 

Marketing/Sales Plan 

  

 

 

  

               

                        

       
  

Business 

  Vision 

And Goals 

Market Analysis 

And Conclusions 

  Strategic   

Alternatives 

       Strategic Marketing 

   And Sales Plan for Launch 

Product 

(V1-Vx) 
Price Promos Sales 

Plan 

Brand 

And 

MCom 

   Tactical Programs Qtr/Qtr 

        Organizational Design for Sales and Mktg 

         Revenue Targets, Financial Metrics, S&M Budget 

Who Are We? Where Do We Want to Go? 

What Do We Want to Be? What Are We About? 

What are Opportunities? Threats? Competition? 

Trends? Dynamics? Customer Needs? SWOT? 

What Paths Can We Take? 

    Which Approach Is 

     Best? Why? 

What Are Core Components 

Of The Strategy? 

      How Do We Execute? 

How Do We  

Structure Org? 

IMPLEMENTATION/MILESTONES/TIMELINE 

    What are Financial 

    Obj? Budgets? 

Core Questions/Answers Core Inputs/Development 

ÅBusiness Plan/CEO    

ÅVision/Goals/Objectives 

ÅMarket Research 

ÅCompetitor Analysis 

ÅCustomer Research 

ÅTeam Brainstorm 

ÅSummary Analysis 

ÅTeam Recommendations 

ÅProduct Roadmap 

ÅBusiness Economics 

ÅShare Targets 

ÅBrand Strategy 

 

ÅProduct Schedule 

ÅSystems Plan, Tools 

ÅAll Above Inputs 



Some Simple Guidelines 

To Doôs 

Å Develop a Marketing Plan Early 

in the Process 

Å Hire Professionals 

Å Develop a Timeline 

Å Build a Budget 

Å Be Targeted 

Å Test and Learn 

Å Go in Phases 

Not To Doôs 

Å Donôt Delay It 

Å Donôt Underestimate the Value 

Å Donôt Confuse it With Spending 

Lots of Money 

Å Donôt Do it Poorly the First Time 

Å Donôt Expect Perfection 
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Your Marketing/Sales Checklist 

 

Ç  Business Plan    

Ç  Strategic Marketing/Sales Plan 

Ç  Business Vision, Mission Statement 

Ç  Brand and Messaging Strategy 

Ç  Market Analysis 

Ç  Target Markets/Focus 

Ç  Market Segmentation/Needs Mapping 

Ç  Product Roadmap and Strategy 

Ç  Pricing Strategy 

Ç  Positioning Strategy 

Ç  Distribution Strategy 

Ç  Organization Plan 

Ç  Strategic Partner Plan 

Ç  Eco-System Strategy 

Ç  Budget and Forecast 

Ç  Timeline and Schedule 

Ç  Exit Strategy 

 

Ç Brand Logo 

Ç Tagline 

Ç Color Palate 

Ç High Quality/Lead Gen Website 

Ç SEO 

Ç Brochures and Sales Tools 

Ç Proposal Templates 

Ç Brand Awareness Programs 

Ç Interactive Brochures 

Ç Video Utilization 

Ç Acquisition and Lead Generation Programs 

Ç Business Cards 

Ç Social Media Program 

Ç Direct/Email/Video Marketing 

Ç Newsletter and/or Customer Touch Programs 

Ç Webinars 

Ç Trade Shows/Customer Events 

Ç Advertising/Marcom Program 

Ç Marketing ROI 

Ç Budget 

Ç PR Program 
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Strategic Marketing/Sales Tactical Marketing Programs 



Your Marketing/Sales Assessment Checklist (contôd) 
 
 
 
   Tactical Sales Programs 

 

Ç  Sales Organization Plan   

Ç  Sales Training Program 

Ç  Sales Compensation Plan 

Ç  Sales Talent Specifications 

Ç  Quotas and Sales Goals 

Ç  Incentives and Spiffs 

Ç  Sales Management Process 

Ç  Sales and Lead Tracking System 

Ç  CRM Tool 

Ç  Sales Reporting and Productivity Goals 

Ç  Sales ROI and Cost Per Sale 

Ç  Indirect Channel Plan 

Ç  Indirect Channel Metrics/Goals 

Ç  Indirect Channel Management Tool 

Ç  Sales Operations Plan 

Ç  Sales Support Process 

Ç  Sales Support Tools 

Ç  Sales Forecast Model 
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Team 

Case Studies 

in the Arts 
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Get Plugged into the Future! 



The Challenge 

Social Media Marketing 

      CULTURAL MARKETING CASE STUDIES 



Many not-for-profits rely on ñyoung folkò 

for Facebook etc. 

 

Interns or low-cost assistants cost: 

Å Shouldnôt be your spokesperson on your 

most public face 

Å Need supervision and proofing 

Å Leave.   

Each turnover = another training time 

 

 

      CULTURAL MARKETING CASE STUDIES 



Your message needs to be on your site, 

and your social media channels. 

 

Who is writing it all? 

 

Who is proofing it? 

 

Is it consistent? 

 

Is it on-message? 

      CULTURAL MARKETING CASE STUDIES 



... and where are the  

 

#$@&!  passwords? 

      CULTURAL MARKETING CASE STUDIES 



      CULTURAL MARKETING CASE STUDIES 

In addition to your  

website content 

You must manage 

A half dozen other channels 

Lyric Theatre, Stuart, FL 

www.lyrictheatre.com 



      CULTURAL MARKETING CASE STUDIES 

Plus email marketing 

Lyric Theatre, Stuart, FL 

www.lyrictheatre.com 



      CULTURAL MARKETING CASE STUDIES 

Plus Website 

Lyric Theatre, Stuart, FL 

www.lyrictheatre.com 



How we solved the issue 

Make your website the hero 

      CULTURAL MARKETING CASE STUDIES 

Your site is your real estate 

and your destination. 



Enter all info into your Logograph  

Event database. 

Once. 

      CULTURAL MARKETING CASE STUDIES 

Various length copy 

Images 

Videos 

Press Quotes 

Trivia 



      CULTURAL MARKETING case studies 

23 
Lyric Theatre, Stuart, FL  www.lyrictheatre.com 

It makes for a more engaging site 

Biography and deep info 

Photo Gallery 

Videos on site (not YouTube) 



And now that info can be pushed out 

to the other channels 

without logging into them. 

      CULTURAL MARKETING CASE STUDIES 



Time release: one click sets  

a full month 

social media campaign 

      CULTURAL MARKETING CASE STUDIES 



      CULTURAL MARKETING CASE STUDIES 

Facebook 

Lyric Theatre, Stuart, FL  www.lyrictheatre.com 


